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INTRODUCTION
Digital or the modern new economy sphere combines economy of globalization and information technology applications in economics, business, banking, marketing and management. Roozbahani et al. (2015) associated electronic commerce and electronic banking to form vital aspects of the new modern economy. Electronic banking termed as e-banking provides banking services to customers without time, space and geographical bounds using electronic means such as ATMs, internet, websites, cards, phones, computers, etc. Digitalization has contributed to a significant change in social, environmental and economic landscapes. The opposition to digitalization is the way traditional banking, marketing and working activities are auto designed and structured in such a way that work starts at 8:00 a.m. and closes at 5:00 p.m. in most if not all parts of the world. This art limits the traditional marketing function and activities that are time, space and geographical bound. The modern world is innovative and fast changing almost entirely driven by technology, thus affecting the way we do things. The modern age tools have an influence on the way we should shop -market and sell goods, do business, conduct research, learn, store information and compete, etc. In general, businesses that fail or shy to admit the new digital environment are exposed to the risk of societal exclusion. Thus, they would be unable to market themselves and sell their products and services irrespective of the esteem product quality they could possess. Marketing tools aim at advertising, communicating and selling products and services of firms. This paper ex-
PROBLEM STATEMENT
Despite the wide and wild usage and acceptance of e-banking in the world, little literature exists on the usage of e-banking as a marketing device for banks and financial services providers. Roozbahani et al. (2015) investigated the role of e-payment tools and e-banking in customer satisfaction, while Otu Offei and NuamahGyambrah (2016) examined the contribution of electronic banking to customer satisfaction. Neither of the papers mentioned the role of e-banking in the marketing of banking and financial services. The development of marketing in the financial services industry was generally slow not until early 2000s. E-banking provides an opportunity for new and rapid change in the dimensions of marketing of financial services. The financial service industry operates in a high deal business, where the nature of the buyers and sellers' interactions and the establishment of long-term relationship based on confidence and trust have real implications for the successful retention of customers and recruitment of new ones. Now the question is whether e-banking can be considered (used) as a marketing tool for banks, financial institutions and services providers, and other businesses? In other words, is there any possibility of the usage of e-banking as a marketing tool in marketing the products and services of banks? Should e-banking be considered as a useful marketing tool, there are enormous benefits that e-banking is not time, space and geographical bound and it saves time, cost and stress (Nso, 2018 ).
LITERATURE REVIEW

E-banking services and tools contextualized
According to Shah and Clarke (2009) , the following formed core of e-banking services; account access, balance consultation and transfer, bill presentment and payment, business banking services, advanced email systems, personalized content management tools, accounts aggregation, electronic funds transfers, P. 23 and to including e-alerts and e-receipts. E-alerts are electronic statements, texts and messages sent to customers to update them on their account situation. E-alerts are usually very short, direct and very informative and punctual. E-receipts are electronic texts and messages to confirm payments made.
An earlier work by Nso (2018) and Debendra (2014) jointly numerated and elaborated on e-banking tools, which include internet, web, home, telephone, computer, laptop, i-pads, ATMs, Point of Sale (POS) systems, digital television. These tools made it possible for customers to make withdrawals, transfer funds, pay bills, request and view accounts statements. Facts that agreed with AbuShanab et al. (2010) assessed that multichannel banking had made customers not to limit e-banking transactions only through the usage of ATMs and telephones.
According to Money Matters/Accountlearning. com (n.d.), the differences between traditional banking and e-banking lie in physical presence, time, accessibility, security, finance control, expensive, cost, customer service, contact and marketing. In order to underline the marketing difference, traditional banking requires that customers or bank staff visit(s) the bank or the customer to respectively inquire or preach the bank products on a face to face contact, while, on the other hand, e-banking marketing would require no need for the customer to visit the bank or have the bank staff to preach the bank products on face to face contact. Information about bank products could be easily sent via e-mails and e-alerts or through any digital marketing tools. 
Marketing tools
Non-traditional media
These include digital and social media, target and mass emailing, promotional videos. These media make se of computers and software applications, search engine optimization (SEO), mobile devices, online interactive tools, opt-in emails, blogging, tweeting, sharing, posting, pinning, tagging, u-tubing, Facebook, whatsapping and video sharing, ATM display screens, phone e-texting and website viewing and posting etc.
Marketing tools do not work in disarray with the marketing mix -promotion, price, place and product. A product is anything that can be offered to a market for attention, acquisition or consumption that might satisfy a want or need (Kotler & Armstrong, 1997) . The requirement of a place may deter the effective utilization of e-banking in marketing activities of banks. This logic is cancelled out with the physical presence of traditional banks unlike online banks.
In order to conclude, in marketing studies, we have heard of the 4As, which are Affordability, Accessibility, Acceptability and Availability. These could be expanded to agree with Madhukar's (1990) proposal on the 7Ps of banking marketing, which include Product, Price, Place, Promotion, People, Process, and Physical Evidence. Most if not all these 7Ps are inclusive in the literature on marketing tools.
AIM AND HYPOTHESES
This paper aims to ascertain the knowledgeability of people on the usage of e-banking as a marketing tool and to discuss the possibility of e-banking to serve as a marketing tool for banks, financial institutions and services providers and other businesses. In this paper, the following hypotheses shall be tested:
H0: E-banking usage and marketing of the services of banks are independent.
Ha: E-banking usage and marketing of the services of banks are not independent.
METHODOLOGY
Three questions were thrown to university students who have at least studied a course on e-banking, marketing of financial services and or researched on digital banking using WhatsApp's social media and Google classroom questions functionality and the responses were recorded and analyzed. The first two questions were closedend and centered on the role of e-banking as a marketing tool to test the knowledgeability of the students on the possibility of the usage of e-banking as a marketing tool in marketing the services of banks, and the final question was open-ended to permit wide opinions from the respondents to justify the reasons for the choice of answers in the close-ended questions. The choice of selecting and preference of students with knowledge on e-banking course, marketing of financial services course and/or researched on digital banking was made over real time practicing bankers from banks and financial services providers for reasons that the students have at least good and sound knowledge on e-banking functionalities from their learnings and would be eager to apply their skills, secondly, they are all young, adventurous, and technologically exposed, equipped and learned, and finally it was convenient for both the students (to submit their responses at any time within the short timeframe) and the researcher (to monitor the response rate and collect the data at any time Chi-square test is being used to test the research hypothesis H 0 : E-banking usage and marketing of the services of banks are independent. Chisquare test is found adequate for this study, because the two close-ended questions provided two data sets: one on the marketing of the services of banks and the second set on the usage of e-banking in the marketing of banking services. Thus, enabling the cross tabulation of marketing, the services of the bank and usage of e-banking to ascertain whether e-banking can be used as a marketing tool.
RESULTS
E-banking as a marketing tool
In order to examine e-banking as a marketing tool, two questions were surveyed, and the results of the analysis are presented on tables and pie charts and conclusions and comments were drawn without further inferences.
Can e-banking be used as a marketing tool in marketing the services of banks?
Out of 35 respondents, 34 said "yes" that e-banking can be used as a marketing tool in marketing the services of banks, thus giving a percentage of 97%, while 3% of the sample population stated "maybe". Obviously, no respondent said "no", as shown in Table 1 . Thus, there is a knowledgeable awareness that e-banking can be used to market the services of banks as measured by the large size of the proportions of "yes" score of 97%, as shown in the pie chart in Figure 1 . In order to assess the other side of the coin, if there exists any possibility for the usage of No, 0% Maybe, 3%
Yes
No Maybe e-banking tool, 94.3%, that is, 33 out of 35 of the sample population attested to the fact that it is possible to use e-banking as a marketing tool, while 5.7%, that is, 2 out of the 35 respondents said "maybe" and no respondent was able to disagree on the possibility of the usage of e-banking as a marketing tool as shown in Table 2 and Figure 2 . 
Justification of the role of e-banking as a marketing tool
In order to justify the role of e-banking as a marketing tool, respondents were asked to provide reasons on their thoughts on e-banking usage as a marketing tool by banks. Their feedbacks are ranked in Table 3 .
From Table 3 , 24 respondents indicated that e-banking can be used to create easy awareness (advertisement) of banking services giving the percentage score of 14% out of a possible 175 options, 21 respondents indicate e-banking can be used for communication, 18 respondents said e-banking is accessible and affordable, 16 respondents pointed e-banking can be used in promoting contents and making publicity, 15 respondents said convenience, while 13 respondents pointed that e-banking can have an added value on the bank products and services. 12 respondents said e-banking can be used in frequently posting of digital signage of the bank products and services, while 10 respondents stated that e-banking can be used for broadcasting the same messages across all channels at the same time to different users or beneficiaries. From the respondent's responses, it is obvious that if e-banking can be used as a marketing tool, at least 14 uses can be derived by banks that can afford using e-banking for marketing their products and services.
On the other hand, Table 3 also showed the number of doubting respondents who stated that "maybe" e-banking can be used as a marketing tool. The reasons provided by the doubters were: one respondent stated that some banks and financial Maybe institutions lack knowledge on e-banking and its usage as a marketing tool and another one respondent stated that she has never seen or experience how banks used e-banking in marketing their products and services.
Hypotheses testing
The research hypotheses this paper seeks to evaluate are:
Pearson Chi-square was used to analyze the data from two different, but similar survey questions. It was easy to decide to deploy Chi-square, because the questionnaire provided three possible options: "yes", "no" or "maybe". Respondents' choices were entered in "yes" or "maybe" with no score on "no", thus making the data for "no" responses to be zero or not valid for further examination. The Chi-square was found worthy in application in testing the hypothesis assessable through the two close-ended questions: one on the marketing of the services of banks and the second on the usage of e-banking in the marketing of banking services. This facilitated cross tabulation of marketing the services of the bank and usage of e-banking to ascertain whether e-banking can be used as a marketing tool.
The statistical test was found to be significant, thus rejecting the null hypothesis H 0 : E-banking usage and marketing of the services of banks are independent, while accepting the alternate hypothesis H a : E-banking usage and marketing of the services of banks are not independent. Thus, confirming that a relationship exists between e-banking usage and marketing of the services of banks, thus confirming that e-banking can be used as a marketing tool. The Chi-square tests results are shown in Table 4 . 
DISCUSSION
First, e-banking can be used as a marketing tool in marketing the services of banks and financial services providers. The overwhelming 97% affirmation is confirmation on the knowledgeability of e-banking as a marketing tool. The doubting 3% is obvious as only few banks are making use of e-banking in marketing their services. If e-banking can be used as a marketing tool by banks, then, it can comfortably be used by other financial services providers to include mobile telecommunication firm. A good example is MTN Cameroon, which after receiving and ending a phone call an electronic message popup on your phone screen, thus promoting publicity with a display readable massage that you can comfortably link your mobile money account to your bank account and funds can be moved between your mobile money account and your bank account at convenience. Convenience and publicity are features and attributes that 15 and 16, respectively, respondents pointed at, representing a 9% each of 175 responses that e-banking usage as a marketing tool will offer.
Second, for banks, which are yet to start using e-banking as a marketing tool, there exist a possibility of the usage of e-banking in marketing their services. This affirmation is assured by the 94% of respondents, which affirm to this possibility. It is possibility for the ATM machine of a bank to constantly display alternating messages that detail the banks products and services offered to customers, thus broadcasting the same messages across all channels. It is also possible that each time banks send an e-statement or e-alert to their clients can comfortably attached the list of their new innovative products, services and their prices. This will go a long way to create easy awareness (advertisement) and add value to the bank. Creating awareness or advertisement, added value to the bank and broadcasting the same messages across all channels are parts of the attributed that the respondents associated with the usage of e-banking as a marketing tool and coincidently advertisement and value addition are drivers of marketing functional responsibilities.
As shown in Table 3 , there are at least 14 uses of e-banking as a marketing tool in marketing the services of banks. There are create easy awareness (advertisement), communication, accessible and affordable, promoting content and publicity, convenience, added value to the bank, posting frequently and regularly digital signage, broadcasting the same messages across all channels, easy to understand, used by all if not most individuals, fitting the mobile experience with responsive design, beauty of the web design and content, measures of security and privacy of accounts, saves time, and to including others like activity review, report, content management, news briefs and service updates, etc. Some of these usage tally with some points made by Nigudge and Pathan (2014) . Although some of these listed points formed the uses of marketing in any business, the top 10 uses of e-banking as a marketing tool as ranked in Table 3 , overlaps the core 4 As (Acceptability, Affordability, Availability and Accessibility) and the 7Ps (Product, Price, Place, Promotion, People, Process, and Physical Evidence) of marketing, thus e-banking can comfortably be deployed as a marketing tool by banks and businesses.
There exist doubting minds in the restful usage of E-banking in marketing financial services. The doubts are the result that less that 6% of the respondents pointed that they were not sure all banks have the knowledge and awareness that e-banking can be used to perform marketing activities, and some stated further they were yet to see banks applying this innovative marketing tool in practice in marketing and selling financially services. This could be true as till this modern banking age not all financial houses and services providers make use of e-banking tools in their banking operations and processes.
In order to ascertain the affirmation that e-banking can be used as marketing tool, Chisquare test results, which are significant, found an association between marketing of the services of banks and the usage of e-banking as a marketing tool, thus rejecting the null hypothesis that e-banking can't be used as a marketing tool. This test could be used to clear the opinions of doubters on the usage of e-banking in marketing the services of financial firms.
The use of e-banking tools to market bank products will automatically lead to the already existing word e-marketing. E-marketing (electronic marketing), also known as internet marketing, web marketing, digital marketing, online marketing or virtual marketing, is the process of marketing a product or service using the internet without a face-to-face contact the marketing personnel. E-Marketing includes marketing done on the Internet, via e-mail and wireless media. It uses a range of technologies to help connect businesses to their customers. E-marketing has the following advantages, which can also be attributed to e-banking; Fast result of marketing campaign, reduction of marketing campaign cost as the marketing is done through the internet, high efficiency of monitoring through the web tracking capabilities, generate a much better return on investment from than that of traditional banking and marketing and viral content can be made, which helps in viral marketing, thus viral banking that would increase the rate of financial inclusion in modern times.
CONCLUSION
E-banking could be used as a marketing tool by banks in marketing banking products and services. This could save cost, time and stress for both the customers and the banks. Also, the bank can partner with online publishers and researchers to mention and display their products information and website links on their publications and websites. This could be a good public relation tool. Banks can send a copy of their news release to their database of prospects and customers as a way to broadcast and share information and get message in front of them at any time. We have heard of cross selling in marketing and selling concepts, but e-banking, marketing and technology provide an opportunity for the tri-existence of cross selling, cross-marketing and cross cost cutting advantages to banks.
The ways in which banks can use internet for marketing include:
1) e-banking article marketing: the bank can email newsletters and brochures containing the product description of the bank to customers on regular intervals;
2) e-banking affiliate marketing: for banks that are affiliated to other businesses, e-alerts could be used to inform a customized and well-targeted public on the bank and other company's products, prices and services;
3) E-banking video marketing: interactive television banking can be used to market and sell new and existing bank products;
4) E-banking e-mail marketing: in emailing the account statement and transaction of customers, banks can attach or include information on a new product or branch office, its benefits and price and when and where to shop the new product;
5) E-banking blogging: on the bank website, banks can insert blogs of their products with description and the cost of the product;
6) E-banking text marketing: through mobile telephone text and alerts, banks can drop few lines about their new products, services, prices and new locations and new developments about the bank.
In order to disassociate e-banking tools from e-marketing tools in the marketing of bank products and services, a connotation 'e-bank marketing' tools could be given to banking and financial firms using a set of e-tools in marketing their bank products and services, thus signifying the set of tools used in the marketing of the bank products and services electronically.
